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Brand  personality  is  an  attractive  and  appealing  concept  in  the  marketing  of  today. 
Consumers  perceive  the  brand  on  dimensions  that  typically  capture  a  person’s 
personality, and extend that to the domain of brands. The discussions in the paper are 
woven  around  the  issues  concerning  brand  strength,  brand  identity  and  cognitive 
relationship between the consumer personality attributes and brand perceptions. Human 
personality traits that affect the brand performance are critically examined and role of 
emotions  and  attitudes  including  personality,  image,  reputation  and  trust  (PIRT)  in 
measuring the performance of brand is argued in the paper. An emerging brand strategy 
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Introduction 
 
Individual and cultural attributes of consumers are vital to the strategy of any 
brand that converge consumers’ personality traits with the underlying brand propositions. 
These  factors  also  add  enormous  value  to  the  functional  orientation  of  a  brand.  The 
synergy  of  personality  traits  of  consumers,  cultural  value,  brand  identity  effect,  and 
functional  utility  of  brand  helps  developing  powerful  strategy  for  successful  brands 
(Kumar et al, 2007). Brand personality traits provide symbolic meaning or emotional 
value that can contribute to consumers’ brand preferences and can be more enduring than 
functional  attributes.  Successfully  positioning  a  brand’s  personality  within  a  product 
category  requires  measurement  models  that  are  able  to  disentangle  a  brand’s  unique 
personality traits from the characteristics common to all brands in the product category. 
Consumers  perceive  the  brand  on  dimensions  that  typically  capture  a  person’s 
personality, and extend that to the domain of brands (Rajagopal and Sanchez, 2004). The 
dimensions  of  brand  personality  are  defined  by  extending  the  dimensions  of  human 
personality  to  the  domain  of  brands.  One  way  to  conceptualize  and  measure  human 
personality is the trait approach, which states that personality is a set of traits (Anderson 
and Robin, 1986).  
Most of the multinational brands focus on growing the lifetime value of their 
customers and global brands are built in reference to consumer preferences concerning 
buying  decisions  and  corporate  accountability.  Such  overwhelming focus  on  growing 
brand equity is inconsistent with the goal of growing customer equity that emerges from 
the personality traits of consumers and brand identity. Consumers perceive the brand on 
dimensions that typically capture a person’s personality, and extend that to the domain of   4 
brands. The dimensions of brand personality are defined by extending the dimensions of 
human personality to the domain of brands (Rajagopal, 2008). Consumers have only one 
image of a brand, created by deployment of the brand assets at their disposal: name, 
tradition,  packaging,  advertising,  promotion  posture,  pricing,  trade  acceptance,  sales 
force  discipline,  customer  satisfaction,  repurchases  patterns,  etc.  Clearly,  some  brand 
assets are more important to product marketers than service marketers, and vice versa. 
Some competitive environments put more of a premium on certain assets as well. 
In  the  times  of  globalization  customer-centered  brands,  a  skilled  sales  force, 
strong customer relationships, and open organizational designs contribute to the business 
growth  of  the  firm,  and  customer  value.  Effective  communication,  new  product 
development, and distribution contribute to a brand's long-term fitness and the customer 
orientation (Lev, 2004). This paper discusses the personality trait of consumers in brand 
diffusion  and  adaptation  process.  Human  personality  traits  that  affect  the  brand 
performance  are  critically  examined  and  role  of  emotions  and  attitudes  including 
personality, image, reputation and trust (PIRT) in measuring the performance of brand is 
argued in the paper. Personality effects and significance of brand identity in determining 
the competitive growth of the brands have also been envisaged in the paper. An emerging 
brand  strategy  concept  referring  to  the  bottom  of  pyramid  market  segment  is  also 
discussed illustratively in this paper. 
Review of Literature 
PIRT factors in Branding 
The concepts of image and reputation have been increasingly emphasized in the 
fields  of  public  relations  and  marketing.  It  is  argued  that  consumer  creativity;   5 
identification  with  the  brand  community,  and  brand-specific  emotions  and  attitudes 
including  personality,  image,  reputation  and  trust  (PIRT)  attributes  drive  the  brand 
passion  among  consumers.  In  this process brand  knowledge  is  also  considered as an   
important determinant of consumers' willingness to share their knowledge with the fellow 
consumers and firms (Füller et al, 2008). Corporate PIRT factors of brand personality 
develop interrelationship between personality and trust (PT) in reference to consumers 
and image and reputation (IR) in the context of corporate branding. Trust on brand is 
considered  a  key  aspect  of  brand  relationships,  brand  personality  and  brand  equity. 
Accordingly,  PT  dimensions  at  marketing  level  comprise  functional,  emotional  and 
symbolic  brand  benefits  while  IR  dimensions  include  corporate  activities,  corporate 
associations,  organizational  values,  and  corporate  personality  while  corporate  values, 
corporate brand personality and functional consumer benefits are the most critical and 
consistent  predictors  of  both  attitudinal  and  behavioral  loyalty  (Anisimova,  2007).  
Previous researches have established that there is a close relationship between the brand 
attributes  and  the  corporate  brand  image  concerning  the  emotional  values.  This 
relationship in turn influences the customer's responses towards building brand loyalty 
(e.g. Silva and Alwi, 2006). 
Perceived  attractiveness  of  products,  firms  and  retail  stores  significantly 
influences  the  consumer-brand  relationship  development  process  in  meaningful  and 
predictable  ways.  Personality  traits  on  consumers  on  owning  a  brand  influence  their 
opinion of the desirability of the brand as a relationship partner. The quality connection 
between personality traits and brand association depends on the perceived attractiveness 
of the brand to a large extent. However, the role of attractiveness in the relationship   6 
varies  across  individual  brand  personality  dimensions  (Hayes  et  al,  2006).  Human 
characteristics which attribute to a brand may be defined as the brand personality. Unlike 
a product brand personality which typically relates to consumers and user imagery for a 
specific product brand, a corporate brand personality reflects the organizational values 
and culture and actions of all employees of the corporation (Keller and Richey, 2006). 
Amidst growing competition and globalization effects, the luxury brands are affected by 
brand  image  inconsistencies  across  countries.  With  increased  frequency  of  consumer 
travel and penetration of international media, consumers expect brands to deliver the 
same  values  on  a  worldwide  basis.  This  affects  the  brand  image  significantly  if 
inconsistencies persist across brand destinations. Luxury brands attempt to establish a 
unique  brand  identity  as  an  international  fashion  label  for  high-quality  business,  but  
sometimes  company's other brand attributes are less apparent for consumers. Hence, the 
depth and variety of the brand is often not fully understood by its customers (Matthiesen 
and Phau, 2005). Consumer perceptions also determine the brand personality of virtual 
brands.  E-retailing  is  primarily  a  functional  activity,  with  pre-eminent  roles  for 
interactivity,  web  atmospherics,  and  navigability.  However,  users'  perceptions  of 
functional  attributes  are  rooted  in  emotional  associations,  such  as  excitement  or 
authenticity. Emotional brand associations can be utilized by e-retailers as benchmarks of 
key  performance  indicators  to  improve  the  brand  performance  (Merrilees  and Miller, 
2005).  
Brand Identity Effects 
The concepts of brand image and brand identity are well connected as a key asset 
to the brand performance. The identity of brand, from the perspective of consumers, is   7 
the  foundation  of  a  good  brand-building  program.  Effective  brand  management 
encompassing  brand  personality  is  of  paramount  importance  in  reaching  the  overall 
company  goals  of  satisfaction,  loyalty,  and  profitability  (Roncha,  2008).  Advertising 
effectiveness  can  be  measured  by  brand  and  advertising  evaluations.  Effective  brand 
management, encompassing brand personality, is of paramount importance in reaching 
the overall company goals towards satisfaction, loyalty, and profitability. Companies may 
choose to deliver advertising in a more appealing dimension for quick cognitive reflexes 
of customers (Rajagopal, 2007). Brand personality is one of the principal drivers of a 
brand identity. It is observed that though contemporary scales of brand personality may 
not measure brand personality, they integrate various dimensions of brand identity of 
which personality is one of the dimensions (Azoulay and Kapferer, 2003).  
Brand identity not only augments the values of global brands but also enhances 
the family business' ability to persuade customers to make purchasing decisions based on 
the perceived attributes of the seller through family-based brand system. Family-based 
brand  identity  influences  competitive  orientation  (customer  versus  product)  and 
performance of firm in family businesses (Craig et al, 2008). Many global firms evolve 
their brand identity as a unique selling proposition USP) in a specific retail category. The 
strong association between the brand image and trust (IT), increasing competition and 
changing  consumer  attitudes  are  considered  as  significant  factors  in  re-aligning  and 
positioning  corporate  brands  of  the  global  firms.  However,  there  exist  difficulties  in 
aligning visual identity of a retailing firm with its brand and market (Kent and Stone, 
2007).   8 
Corporate  image  and  reputation  contribute  significantly  in  building  the  brand 
identity.  Volatility  in  the  financial  markets,  bankruptcy  and  frequent  mergers  and 
acquisitions among the global firms has been recognized as a major challenge for firms 
competing  in  changing  environments.  Thus,  firms  should  consider  building  corporate 
reputation in relation to communication, identity, trust, and image (Omar and Williams, 
2006). It is also argued that self-image and brand identity congruence may be related to 
satisfaction  in  general  among  consumers  and  it  affects  satisfaction  of  customers  and 
brand value of the products or firms at varied levels of expectation. In the long run such 
congruence can significantly influence brand preference, brand satisfaction and purchase 
intentions of customers (Jamal and Al-Marri, 2008). Findings of some research studies 
indicate that both the affective and cognitive components of corporate brand identity put 
forth significant influence on consumer attitudes toward the brand use, which in turn 
leads to more positive company attitudes and purchase intentions among consumers. The 
three forces that influence brand identity and consumer association consist of represented 
group identity, targeted brand positioning and reconciled self-image (e.g. Jun et al, 2008; 
Smith,  2007).  It  is  observed  that  dimensions  of  personality  also  apply  to  the  charity 
brands of global firms at causal and organizational levels linking individual behavior of 
consumers. Charity brands have been found to assist income generation by enhancing 
donor understanding of an organization and what it stands for (Sargeant et al, 2008).  
Personality Effects on Brand 
The magnitude of consumer
 response to clearance sales is
 weighed in two ways- 
evaluative  and  behavioral.  Firstly,  consumer  satisfaction
  with  the  decision  process 
leading to the expected level of satisfaction is measured, which may be expressed as one
   9 
of a number of
 cognitive and affective responses
 that may result from
 a clearance sale. 
While explaining the
 basic concept of satisfaction
 with consumers' experience in
 arriving 
at  purchase  decision,  it  has  been  argued  that  while
  substantial  research  had  been
 
performed on consumer satisfaction
 with the use or
 consumption of a good,
 little research 
had addressed
 consumers' experiences of learning
 about brands and product
 categories or 
deciding  which
  option  to  purchase  (Westbrook
  et  al,  1978).  Consumers  often 
anthropomorphize brands by endowing them with personality traits, and marketers often 
create or reinforce these perceptions by their brand positioning. The brand management 
has  developed  to  take  advantage  of  new  loyalty  marketing  vehicles.  To  build  and 
maintain consumer loyalty, brand managers are supplementing mass-media advertising 
with  interactive strategies,  internet  communications,  and  other  innovative  channels  of 
distribution.  However,  brand  managers  have  to  face  more  threats  to  their  brands, 
especially  parity  responses  from  competitors.  Brand  loyalty  can  yield  significant 
marketing  advantages  including  reduced  marketing  costs  and  greater  trade  leverage 
(Aakar, 1991). 
In recent years, the number of car makes and models has grown in every product 
segment.  At  the  same  time,  the  once  vast  gaps  in  quality,  performance,  safety,  fuel 
efficiency, and amenities have all closed significantly. Although variations in quality and 
performance  exist,  strategies  around  styling  and  other  intangibles  and  the  emotional 
benefits  conferred  on  the  customers  provide  higher  competitive  advantage  to  an 
automobile brand. Marketers have long understood that consumers are influenced by the 
emotional connections they form with products- and with manufacturers, dealers, and 
other owners. The consumers attach significantly greater importance to relationship and   10 
emotional benefits than to a car’s functional attributes at least when they meet minimum 
standards or don’t fall far short of the competition. Nevertheless, those intangible benefits 
are the weakest links in the automakers’ performance ratings (Chatterjee et al, 2002). 
Customer’s  view  tends  to  reflect  the  conventional  wisdom  in  product  design.  The 
perceived value is created when companies use customers as a sounding board for their 
own ideas. The PT Cruiser experience includes a reassuring sense of protection. That's 
because it included some of the most up-to-date safety features like Next Generation 
driver and passenger front air bags. The available supplemental side air bags (standard on 
Limited, Platinum Series, GT, and Dream Cruiser Series 3) for front occupants offer 
additional protection for driver and front-outboard passenger in the event of a collision. 
PT Cruiser's front disc and rear drum brakes provide smooth operation and good pedal 
feel.  Large-diameter  front  rotors  ensure  ample  stopping  ability  and  heat  resistance. 
Standard drum-type rear brakes have stamped steel hub sections and cast iron friction 
surfaces. An automotive brand must be sensitive to the factors that affect the performance 
of a network to restructure it effectively. Of these the foremost is geographic distribution: 
outlets must be close to customers but not too close to one another. In reality, neither 
condition is met. Consequently, PT Cruiser as a brand is being considered separate from 
its association with Chrysler Company. 
Today's leading brands are personalities in their own right and are well known in 
all societies and cultures as film heroes, cartoon characters, sports stars or great leaders. 
In Asia, Coca Cola, Sean Connery, Nestle, Sony, Batman, Mercedes and Michael Jackson 
are equally well known. Thousands of people relate to brand personalities in the same 
way  as they do to human personalities; psychological determinants that affect brands   11 
include  thinking,  sensation,  feeling  and  intuition.  The  maxim  of  successful  branding 
strategy is to influence the way people perceive the company or product, and brands can 
affect  the  minds  of  customers  by  appealing  to  those  four  mind  functions,  or  their 
combinations. Some brands appeal to the rational thinking of a person, to the elements of 
logic  and  good  sense  such  as  toothpaste  which  prevents  decay  or  foods  free  from 
cholesterol. Others appeal to the senses of smell, taste, sight and sound such as fashion 
and cosmetic products. Some brands attract the emotional part of people appealing to the 
feelings  dimension  to  which  consumers  react  with  feelings  of  warmth,  affection  and 
belonging. Products such as Harley-Davidson motorcycles and companies like Benetton 
with  its  global  village  branding  exemplify  these.  Some  companies  and  products  are 
attractive to people who intuitively feel comfortable with them, because they see these 
brands as an extension of themselves which have a good fit to their personality, lifestyle, 
aspirations  and  behavior  for  example  Body  Shop  projects  its  brands  with  an 
environmental approach. 
Brands influence consumer decisions to buy in any of the above ways, or through 
combinations of them, sometimes with tremendous persuasive appeal. The brand-person 
associations can also have a more personal nature. Brands can be associated with persons 
who  use  or  have  used  that  particular  brand,  for  example  a  close  friend  or  a  family 
member. Hence it may be stated that consumers cultivate relationship with the brands that 
involve in life style, gender, age, educational background, social values and culture 
Big Five Concept 
A  trait  is  defined  as  any  distinguishable,  relatively  enduring  way  in  which  one 
individual differs from others (Guilford, 1973). Human personality traits are determined   12 
by  multi-dimensional  factors  like  the  individual’s  behavior,  appearance,  attitude  and 
beliefs,  and  demographic  characteristics.  Based  on  the  trait  theory,  researchers  have 
concluded that there are five stable personality dimensions, also called the ‘Big Five’ 
human personality dimensions. The five personality traits commonly identified are as 
below: 
•  Extroversion  is  sometimes  called  as  over  reaction.  The  broad  dimension  of 
extroversion  encompasses  specific  traits  such  as  talkative,  energetic,  and 
assertive. It is observed that extraversion and openness are positively related to 
hedonic product value and that the personality traits characterized with  openness 
influence brands which in turn drives attitudinal and purchase loyalty (Matzler et 
al, 2006) 
•  Agreeableness  is  human  personality  which  includes  the  attributes  of  being 
sympathetic, kind, and affectionate.  
•  Conscientiousness  is  another  major  factor  of  personality  which  exhibits  the 
attribute among people being high in conscientiousness and tends to be organized, 
thorough, and planned in activity management.  
•  Neuroticism  is  related  with  management  of  emotions  and  called  emotional 
balance. Neuroticism is characterized by traits like tense, moody, and anxious. 
•  Openness  to  Experience  may  be  explained  as  ability  of  intellectual  drive  or 
imagination. This dimension exhibits wide interests, and being imaginative and 
insightful. 
The  Big  Five  Model  of  human  personality  provides  a  consensual  framework  for 
classifying  and  organizing  descriptors  of  human  personality  (Goldberg,  1990).  The   13 
factors  of  human  personality  convey  different  meanings  when  attributed  to  different 
brands. While the psycholexical approach remains a suitable procedure to identify brand 
descriptors, the factors used to describe human personalities appear to be inappropriate 
for  describing  the  brands  studied  here  (Caprara  et  al,  2001,  Roodenburg,  2003). 
Extension of the psycholexical hypothesis for describing human personality serves as a 
metaphor  to  describe  stable  characteristics  identifying  brands  and  products.  Attitudes 
towards brands probably rely on beliefs associated with a set of attributed characteristics 
which make them distinctive from their competitors. Though the Big Five model is well 
established in the field of human personality description and assessment, it needs to be 
revised when it is applied to entities other than human stimuli like brands and products 
(Capara et al, 1998).  Some brand variables that may affect the personality traits of Big 
Five model is exhibited in Table 1. 
//Table 1 about here// 
It has been found by many researchers that customer measures the strategic fit of the 
brand in one or more dimensions of the above personality traits and evolves decision 
towards further association with the brand or otherwise. The relationship between brand 
and customer is largely governed by the psychographic variables that can be measured 
broadly by the closeness and farness of the personalities of brand and customer. The type 
of relationship that customers possess with the brands based on the loyalty levels is an 
extremely significant parameter for the marketers. New generation marketing approaches  
include customer focused, market-driven, outside-in, one-to-one marketing, data-driven 
marketing,  relationship  marketing,  integrated  marketing,  and  integrated  marketing 
communications  that  emphasize  two-way  communication  through  better  listening  to   14 
customers  and  the  idea  that  communication  before,  during  and  after  transactions  can 
build or destroy important brand relationships (Duncan and Moriarty, 1998). Wal-Mart as 
a corporate brand has a sustainable impact as top of the mind brand for the reasons of 
respect for the individual, service to customers and striving for excellence as its corporate 
philosophy to build the brand image among customers. Wal-Mart has become one of 
successful global retail brands on the revolutionary values of excellence in the workplace, 
customer service and always having the lowest prices as one of the factors attracting 
customers towards its corporate brand (Rajagopal, 2007).  
Brand personality plays an imperative role in understanding the attributes of a brand 
which  enables  consumers  to  differentiate  inter-  and  intra-brand  brand  values.  The 
consumer behavior emerging out of external or internal forces may be referred as derived 
varied behavior  while direct varied behavior has been defined in reference to  ‘novelty’, 
‘unexpectedness’,  ‘change’  and  ‘complexity’  as  they  are  pursued  to  gain  inherent 
satisfaction.  In  a  study  the  influence  of  product-category,  and  level  attributes  were 
examined  and  six  influential  factors,  which  are  involvement,  purchase  frequency, 
perceived  brand  difference,  hedonic  feature,  and  strength  of  preference  and  purchase 
history, have been identified (Trijp
 et al, 1996).  
Advertising is heavily used in this process of personality creation. This follows 
logically from the fact that personalities are particularly useful for the creation of brand 
associations. Brand associations influence the ‘evaluation of alternatives’ stage in basic 
consumer  buying  behavior  models.  In  this  stage,  and  for  these  goals,  advertising  is 
considered to be the most effective communication tools (Brassington and Pettitt, 2002). 
Perhaps the most visible and best known way of personality creations is by means of   15 
celebrity endorsers. Public heroes, sports people, pop stars and movie stars are hired to 
lend their personality to a brand but this practice goes back to at least for a century 
(Erdogan Z and Baker, 2000). This practice is still growing in popularity today. Yet, 
advertising primarily influences the brand personality, without the use of an endorser. In 
the  process  of  personality  creation  in  reference  to  advertising  and  marketing, 
communication  approaches  are  largely  used  to  create  brand  personality.  It  may  be 
observed that a general model of advertising has been integrated with a model of brand 
personality creation as discussed in some of the studies. Based on that model a number of 
propositions are derived and presented thorough analysis of the role of brand personality 
in  the  creation  of brand  equity,  thereby  linking  the  core  issue  to  one of  general and 
increasing importance (Rajagopal 2007).  
Bottom of the Pyramid Brand Personality 
Brands  of  the  bottom-of-pyramid  (BoP)  market  segment  in  the  unorganized 
market  segment  can  have  a  psychological  impact  led  by  the  personality  traits  on 
marketing strategy formulation, over and above the real effects of absent infrastructures. 
It  may  be  cited  in  this  context  that  in  the  1970s,  the  early  marketing  activities  of 
Hindustan-Lever  in  India  tended  to  focus  upon  the  urban  middle  class  and  elite. 
Meanwhile, an Indian entrepreneur produced and marketed a detergent, Nirma, targeting 
the bottom of consumer segment sector and the brand turned to the second largest volume 
seller in the country by 1977 (Sabharwal at al, 2004). The BoP market segment which 
constitutes large number of small consumers has become the principal target of most of 
the consumer brands emerging from multinational firms.  The brands penetrating at the 
bottom of the pyramid of market should provide constancy and agility at the same time.   16 
Constancy is required if the brand is to build awareness and credibility while agility in 
the brand builds perceived values among consumers. Agility is required if the brand is to 
remain relevant in a free marketplace (Blumenthal, 2002). 
Brands  penetrating  in  the  BoP  market  segment  are  largely  influenced  by  the 
consumption  needs,  promotions,  lifestyle  and  societal  indicators  that  affect  consumer 
behavior in relation to purchasing featured brands of up-stream markets (Beard, 2008). 
The BoP brands develop acquaintance and familiarity of consumers with the firm and 
buying behavior of consumers towards the acquainted brands which is referred as brand 
association. Consumers have only one image of a brand, created by the deployment of the 
brand assets at their disposal: name, tradition, packaging, advertising, promotion posture, 
pricing,  trade  acceptance,  sales  force  discipline,  customer  satisfaction,  repurchases 
patterns, etc. Clearly, some brand assets are more important to product marketers than 
service  marketers,  and  vice  versa.  Some  competitive  environments  put  more  of  a 
premium on certain assets as well. Quality and price do not exist as isolated concepts in 
consumers’ minds and are interrelated (Rajagopal, 2008). The BoP brands need to focus 
on a profit-oriented approach in order to access commercial advantage; inculcate repeat 
buying behavior among consumers, boost volume of buying by standardizing products, 
measuring brand trial effects and should run on low price strategies. Such strategies of 
brand penetration in the BoP market segment scale up customer loyalty, which ultimately 
improves the brand association of not only the clients themselves but also helps the brand 
to lead in the mass market (Akula, 2008).  
//Figure 1 about here//   17 
Globalization thrust in the market has increased competition on one hand and 
behavioral  complexities  of  consumers  on  the  other.  The  traditional  marketing  and 
branding strategies of multinational firms are gradually refined in reference to changing 
business dimensions to gain competitive advantage. It is observed that in current times 
marketing-mix strategies considerably influence branding strategies in different types of 
markets. Marketing-mix has now stretched beyond product, place, price and promotion 
dimensions  to  packaging,  pace  (competitive  dynamics),  people  (sales  front  liners), 
performance of previous brands, psychodynamics (consumer pull), posture (brand and 
corporate  reputation)  and  proliferation  (brand  extension  and  market  expansion).  BoP 
brand  management  strategy  is  derived  from  the  above  marketing-mix  constituents  as 
illustrated  in  Figure  1.  The  BoP  brands  largely  affirm  the  value  to  the  customers  in 
reference to the strategies pertaining to product, price, place, promotion, packaging and 
psychodynamics  (5Ps).  When  a  BoP  brand  is  supported  by  these  5Ps  strategies,  it 
develops  consumer  pull  effect  and  become  more  tensile.  BoP  brands  face  consumer 
sluggishness  in  the  beginning,  however  with  increasing  consumer  satisfaction  on  the 
brand, become strong overtime. On the contrary the up-market brands are found to be 
initially stronger in perceptional values of consumers which turns sluggish overtime as 
the new brands penetrate in the market. Thus, often consumer brands in the up-markets 
live in agility. The relationship between the brand and customer personalities has three 
dimensions - strong, vacillating and weak. The strong hold of the relationship leads to 
loyalty development while the weak links form the discrete relationship. The vacillating 
dimension thereof cultivates the risk of brand switching due to uncertainty of consumer 
decision to get associated with the brand or otherwise.   18 
Values of consumer brands are estimated to be higher in the bottom of the market 
pyramid as depicted in Figure 1 because of mass market, large number of consumers, and 
wider scope of brand and market expansion. However, BoP brands are price sensitive, 
lean  on  brand  offers  and  competitive  gains.  It  is  observed  in  India  and  China  that 
dominance of consumer brands of multinational firms are getting stronger in the BoP 
market segments, known as rural markets. Such market growth reveals that competitive 
edge  can  be  developed  from  superior  technologies,  products,  and  systems  to  build 
stronger BoP competencies of global brands (Williamson and Zeng, 2004). Although the 
per  capita  response  to  sales  may  be  lower  in  the  bottom-line  markets,  the  aggregate 
buying power of customers is actually quite large, representing a substantial variety of 
goods and services. Since these markets indicate buying potential, there exists long-run 
sales advantage for large number of companies. Thus, managers must shift their thinking 
towards  the  bottom-line  market  which  holds  value  of  high-volume  but  high-margin 
businesses in the long run.  
Managerial Implications 
The product markets continue to change rapidly. Focus on a limited number of 
strategic brands in international markets enables the firm to consolidate and strengthen its 
position and enhance brand power. Brands that are acquired need to be merged into the 
existing structure, especially where these brands occupy market positions similar to those 
of existing brands. Equally, when the same or similar products are sold under different 
brand  names  or  have  different  positioning  in  each  market,  ways  to  harmonize  these 
should be examined. A balance needs to be struck between the extent to which brand 
names serve to differentiate product lines, or alternatively, establish a common identity   19 
across  different  products.  Establishment  of  strong  and  distinctive  brand  images  for 
different product lines helps to establish their separate identities and diversify risk of 
negative associations.  
The independent brands may be able to make high impact in the niche market by 
putting inordinate stress on the attributes and application advantages over the closely 
competing brands. An appropriate brand personality helps in building brands’ strength in 
a firm. Brand strength appears to be linked to four main practices including investing in 
marketing communications to improve customer awareness,  understanding of corporate 
and product brand values, contributing to the wider community to improve corporate 
reputation, and  improving internal communications (internal marketing). Accordingly, 
managers can keep themselves better informed about customer needs, market changes 
and company initiatives, thereby enabling staff to help customers better and improving 
service quality to improve market positioning. Brand manager should consider following 
strategic directives to build brands in the global marketplace: 
•  Firms must share managerial insights and best practices across brand lines and 
product  categories  of  the  firm  spread  across  markets  and  regions.  This  may 
discourage prejudice attitudes on brand functions.  
•  Firms should support a uniform brand-planning process which is consistent across 
markets and products. Such homogeneous  attitude towards brand development 
would  inculcate  personality  traits  among  consumers  and  brand  retailers  in 
endorsing the brand, and   20 
•  Firms should assign managerial responsibility for building corporate brands in 
order to create cross-market synergies and brawl with customer biases towards 
brands which affects the positive personality traits.  
Firms should let consumers experience the key brands and develop brand specific 
perceptions  to  build  loyalty  over  time.  Managers  need  to  focus  on  featured  brand 
categories  where  the  differentials  in  personality  traits  among  competing  brands  are 
narrow and to strategically develop favorable PIRT attributes. Accordingly, perceived 
attractiveness of brand interacts with other consumer personality traits which enhance the 
brand performance and foster consumer association. Managers can improve the brand 
performance  by  integrating  corporate  image,  reputation,  brand  identity,  and  customer 
perceptions beyond their visual pretense. They need to be more proactive, and also have 
to express and embed their brand value propositions within their identity and reputation 
in their dealings with customers. Approaches on market segmentation in reference to 
value and lifestyle (VALS) and personality attributes of customers need to be carefully 
converged to determine positive brand effects and higher loyalty.  
Managers should understand that a brand's profitability is driven by both market share 
and  the  nature  of  the  category,  or  product  market,  in  which  the  brand  competes. 
Developing the most profitable strategy for a premium brand means reexamining market 
share targets in light of the brand's category. Consumer perceptions play a key role in the 
life cycle of a brand. The role varies according to the stage in the life cycle, market 
situation  and  competitive  scenario.  It  may  be  required  for  a  company  to  invest  on 
appealing communication strategies for creating awareness on the unfamiliar brands to 
influence the decision of consumers towards buying these brands they have not tested   21 
before. Systematically explored concepts in the field of customer value and market driven 
approach towards new products would be beneficial for a company to derive long term 
profit optimization strategy over the period.  
Brands  can  be  successful  when  closely  associated  with  the  consumers  and  are 
preferred  by  the  consumers  over  the  unbranded  products.  Personality  factors  of  the 
brands give consumers the means whereby they can make choices and judgments. Based 
on these experiences, customers rely on chosen brands and sense guarantee standards of 
quality and service, which augments the consumer trust and brand value. PIRT attributes 
help in building customer-centric brand strategies in a firm. Human personality traits 
need to be meticulously evaluated by the firms in a given market to determine the short 
run competitive advantage.  
Conclusion 
Brands  influence  buying  decisions  of  consumes  with  tremendous  persuasive 
appeal. The brand-consumer associations can also have a more personal nature and they 
act as extensions of the personality, so it really is "all in the mind", and the key to brand 
management and development is a clear understanding of what benefits the customer is 
looking for. The personality idea responds to the tendency in contemporary society to 
value personal relationships. It also refers to the idea that relationships are important in 
social life. In terms of Maslow’s hierarchy of needs, it tries to lift products to higher 
levels of need satisfaction, like belongingness, love and esteem. Hence, customer needs, 
perceived  use  value  associated  with  the  product,  and  the  attitudinal  variables  of  the 
customer form the core of customer personality. Mass market brands which are further 
emphasized  as  BoP  brands  demonstrate  value  though  consumer  perceptions,  help  to   22 
disseminate value communication in the society and  reveal value realization in reference 
to the marketing-mix variables in a homogeneous market segment at the bottom of the 
pyramid. 
Future researches may address these complexities in terms of brand relationship 
and  personality  traits  towards  performance  of  existing  and  new  brands.  Underlying 
effects  of  changing  cognitive  dimensions  responsible  for  differences  in  emotional 
response  on  global  brand  may  also  be  an  interesting  direction  for  future  research.  
Sustainable brand strategies in the BoP market segments would also be an appealing 
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Table 1: Some principal brand variables affecting Big-Five personality traits model 
 
Brand Variables/Personality Traits 
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Figure 1: Bottom of the Pyramid (BoP) Brand Management Strategy
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